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Change a Light, Change the World
Draft Key Findings, Fall 2001 Campaign

Change a Light, Change the World wasthefirs in a series of planned national ENERGY STAR
promotions aimed at increasing consumer familiarity with and loyaty to ENERGY STAR

qudifying products and related energy-saving best practices. Nationa promotions are designed
to leverage and increase partner promotions of ENERGY STAR and to increase consumer
awareness, usage, and loyalty to ENERGY STAR with the long term objective of increasing market
share of ENERGY STAR quadlifying products and ultimately, reducing air pollution associated with
unnecessary energy use. To determine the efficacy of the Change a Light, Change the World
promation in supporting national objectives and to inform future national promotions, an
evauaion of the promation was undertaken. Thefollowing isasummary of findings.

Background and Objectives

Change a Light, Change the World 2001 was a two-month, nationwide promotion focusing on
ENERGY StARr-qudifyinglighting products. The first comprehensive nationd lighting promation

by the ENERGY STAR program, Change a Light was launched October 1, 2001—coincident with
Nationd Energy Awareness Month and Daylight Savings Time—and was scheduled to run
through November 30, 2001. The campaign involved smultaneous promotions by ENERGY STAR
partnersincluding manufacturers, retailers, utilities, and associations—all with the cdl to action

for consumersto: “Make your next light an ENERGY STAR.” Elements of the promotion included:

Marketing Templates. Creetive templates including point-of-purchase materid; alighting
brochure; circular, print ad, bill stuffer, web banner/button templates; and radio ad copy.

» Public relations: Three public reations launch events, media outreach to the top 20 markets,
b-roll to TV dations, aradio news advisory, and a print/Internet news release. Events were
origindly scheduled to begin October 1, 2001. However, in the wake of September 11,
outreach activities were delayed and adaptive measures were undertaken. One adaptive tactic
was to produce b-roll video footage of each launch event to send to TV dations unable to
attend; another was to change the nature of the events to have a more philanthropic focus.

« Partner Sveepstakes: A Change a Light Sweepstakes sponsored by the Midwest Energy
Efficiency Alliance. ENERGY STAR qudifying products were donated by manufacturing
partners as prizes.

« Web Ste: A dedicated web ste, ChangeALight.com (energystar.gov/changedight).

* Retailer Outreach: Nationa outreach to retailersincluding Lowe's, Home Depot, Wa-Mart,
Sam’s Club, and Costco, as well as regional outreach to independent retailers.

« Partner Matching: Reationship facilitation between manufacturers and utilities to enable
complementary promotions.
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» Regional Promotions by Regiona Energy Efficiency Program Sponsors (REPS) in
Cdifornia, the Pacific Northwest, Wisconsin, other parts of the Midwest, New England, New
York, New Jersey, and Texas. Some REPS provided incentives.

* Hotline Support: The ENERGY STAR hotline staff were trained to answer consumers questions
about the promotion. However, the hotling stoll free number was not advertised as part of
the promotion.

The objectives of the Change a Light promotion were to:

» Demondrate the value of, and garner enthusiasm for, coordinating promotion of ENERGY
Star-labeled lighting products by ENERGY STAR partners (e.g., manufactures, retailers,
utilities, and other regiond organizations.)

* Reduce barriersto firg-time trial of ENERGY StAR-labded lighting products and increase
consumer familiarity with ENERGY STAR for lighting and other product categories.

» Create naiond congstency in messaging for ENERGY STAR lighting promotions tying into
the theme of ENERGY STAR’snationa campaign: Change.

The mgor findings of the evauation are outlined below.

Partner Participation

The promotion relied on the cooperation and support of utilities, regiond market transformation
organizations, retailers, and manufacturers.

*  Over one hundred Regiond Energy
Efficiency Program Sponsors (REPS
[eg., utilities, Sate agencies and other
organizations]) from the Northesdt,
Midwest, South, Pacific Northwest, and
Cdifornia participated in the Change a
Light promotion. For some utilitiesin — -
Minnesota, Kentucky, California, and g;vrter:g;ﬁveflxtureand bulb manufacturing
Texas, thiswas the firg time they had
participated in any ENERGY STAR lighting
promotion.

» Nationwide, hundreds of retailers participated in the Change a Light promotion including
national chains such as Lowe's, The Home Depot, and Sam’s Club and regiond chains such
as Menards, Ace Hardware, and True Vaue. Many of these retailers had not participated in
any ENErRGY STAR-related promotions prior to 2001.

»  Twenty-five ENERGY STAR fixture and bulb manufacturers participated in the promotion,
offering customer rebates, cooperative promotions with other partners, and advertising.

Participation snapshot:
More than 100 Regiond Energy Efficiency
Program Sponsors

Hundreds of retailers
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* Most REPS utilized the Change a Light promotion to augment existing lighting programs by:
— developing stronger working rdationships with retalers;
— enliging interna (company) commitment to continued support for lighting programs,
— reviving programs that had been running since erlier in the yesr;
— aigning the locd program with a nationd initiative and promotiond period; or
— organizing aspecid event, such as atorchiere turn-in.

While offiddly the Change a Light promotion ended November 30, many retail partners
continued to display Change a Light promotiona materia and honor consumer rebates through
the end of 2001 and beyond.

Partner Satisfaction
Preliminary feedback from participating partners about the promotion is quite postive. In

particular, they offer praise for the way in which the 2001 Change a Light promotion was
organized and executed.

» Utility/regiond partners say aprimary . ion hiahliah
benefit of the Change a Light promotion S&tlosstra&ﬂ i?ire]s ;? d olt%ertT?EPS intend to

isthat it provides anationd platform that > . :
o . Ch A Light, Ch th
supports and adds credihility to their local sva; ;%pg(?olg angeALig ange the

lighting programs, which iskey to
building and maintaining relationships :

with retailers and manufacturers. Most Fllﬂrgnm%tf;?r/leir?trﬁ::ybg;;o;porated the
Utility/regiond partnersintend to '

partici pat; in CtEe promoti_or;]fgdt”hg”d Overal manufacturers indicated a high level
incorporate [?ngel a f'g Intnar of satisfaction with product shipment levels
budgets and schedules for 2002. during the promotion.

* There was basic agreement among
retallers and manufacturers on the importance and desirability of nationa promotions for
lighting. However, there was awider range of opinions on the design and execution of the
2001 promotion from tepid to very enthusiadtic.

* Ingened, larger manufacturing partners were better postioned to take an active role in the
promotion, due to dedicated staff. Smaller partners were more likely to use the template
materias due to lack of in-house design options.

» Timing issues were frequently mentioned, especidly among smdler partners and partners
that joined late, and were cited as the sole reason why some partners were relaively inactive.
Partnersindicated that their planning cycles required them to have a clear outline of the
promoation Sx months in advance and materias three months in advance of the promation.
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*  Severd manufacturers indicated that the level of support from retail partners did not meet
their expectations. This may represent falout from the events of September 11, or it may
reflect uneven geographic participation by retailers.

» Naiond retal partnersindicated a srong desre to see a higher leve of national organization
in ENERGY STAR promotions including rebates/incentives.

» Rdailersindicated that their degree of participation was based on decentrdized decision-
making & the regiond or even the store leve.

» Rdail display checks of lighting products and use of signage and point-of-purchase materids
were conducted once before the Change a Light promotion, and once in the height of the
promoation, at three nationd retailersin the Boston and Portland metropolitan aress. Follow-
up display checksin the Boston area a two of the three nationa retailers showed Change A
Light sgnage that was not present in the initid display check.

«  Genadly spesking, manufacturersindicated a high level of satisfaction with shipment levels
during the period of the promotion. Most manufacturers and retailers would not provide
specific details of shipment data that might be attributable to the promotion.

Consumer Exposureto Messaging

Consumers were exposed to messaging about ENERGY STAR Lighting via partner-sponsored
educationa outreach and rebates, direct advertisng by participants, and nationd and loca public
relaions activities that generated educationd messagesvia TV, radio, and print media

Regional Program Sponsor Education and Incentives

Promotional and public relations materias and tools such as press releases, the web site, and
sweepstakes were used by partners to draw consumer attention to ENERGY STAR lighting
products. Lighting product rebates to reduce barriersto first time trid of ENERGY STAR lighting
products ranged from $1-$10 per CFL, $6-$15 per fixture (indoor & outdoor), $10-$20 per
torchiere, with $10-$35 for torchiere turn-ins,

Direct Advertising

The Change a Light promotion provided partners Advertising snapshot;

with asuite of advertising materias and encouraged 36 partners placed 116 ads with
partnersto use them in ther origina form or to acirculation 9 million people
incorporate elements of the cregtive in their own in 12 gates.

advertisements.

. From the end of September through December 2001, 36 companies, including
utility/regional partners, retail partners, and a manufacturer partner placed atota of 116
print ads. The bulk of the ads were placed during October (53%) and November (46%).
Three companies— Massachusetts Electric (27 ads), True Vdue (25 ads), and Ace
Hardware (14 ads)—sponsored over haf (56%) of al ads during the promotion. These
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sponsors placed ads independently and in cooperation with other entities. The mgjority

of ads were placed in publications in Massachusetts, Wisconsin, Vermont, and

Minnesota; others were in Cdifornia, Connecticut, New Y ork, New Hampshire, Oregon,
Washington, Missouri, and New Jersey. The ads reached atotal circulation of 8,989,718.

Media Coverage

The public rdations efforts surrounding the Change a Light promotion were more modest than
origindly planned because of the events of September 11 and their dominance of the media
Public relations efforts included:

Media snapshot:

TV:
On the Today Show, EPA Adminigtrator,
Chrigtine Todd Whitman urged consumers
to “Change A Light” to ENERGY STAR.

. Three officid regiond launch events.
Hartford, Milwaukee and Portland,
with an additiond launch event in
Raeigh, NC, for which the promotion
provided a B-roll video news release.
The event in Milwaukee was covered
by one initid televison news report
and two follow-up reports, with an
estimated total audience of 111,000.
The Portland launch was covered by
one broadcast TV dation and a

region_c':i Cab('j? news r;et\lggmith i’ Potentia audience reach from TV
potential audiences of 145,000 an broadcasts: 11 million viewers.

one million people, respectively.

In Milwaukee, 3 TV reports aired.

In Portland, one local TV report aired and
the story was picked up by aregiona cable
network.

. Print:
) An appearance by I.EPA Adminisirator 11 print storieswith an estimated circulation
Chrigtine Todd Whitman on The of 112.000
Today Show to launch ENERGY STAR R
Awareness Month. The Radio:
Administrator introduced the first in a Estimated 609 broadcasts to 4.9 million
series of Public Service lieners,
Announcements and discussed five

recommendations for consumersto

save money and energy, and help protect the environment with “ENERGY STAR” directing
viewersto vigt www.energystar.gov. One recommendation urged consumers to “Change
alight. Replace your five most frequently used light bulbs with products that have earned
the ENERGY STAR.” The interview had an estimated audience of over 5 million viewers.

. A news release for print/Internet. Eleven print stories about the promotion reached an
edimated circulation of 111,980. The story was mostly picked up by smdl publications
in Minnesota, the Pacific Northwest, and Massachusetts. Many Internet sites posted
information about the Change a Light promotion. These sitesinclude those hosted by
participating partners, State energy offices, energy-related sites, and news organizations.
The mgority of these Sites provided links to ChangeALight.com; afew provided alink to
energystar.gov instead.
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. Press rel eases from partners including two retailers (Wa-Mart and Sam'’s Club), four
regiond organizations (NY SERDA, Midwest Energy Efficiency Alliance, Northwest
Energy Efficiency Alliance, and Northeast Energy Efficiency Partnerships), and nine
utilities/power authorities/regulators.

. A radio news release was distributed to both large and small media markets nationwide
and generated an estimated 609 broadcasts to an estimated 4,911,410 listeners. Text and
streamlined audio of the radio news release were dso viewed by an estimated 400,000
Internet users via AOL’s Digitdl City’s news channels. In total, an estimated 5,311,410
consumers heard the broadcasts. The ad rate equivaent of the broadcast time is $21,315.

Consumer Response to Promotion

Consumers demongtrated direct response or interest in the campaign by visiting the website,
cdling the ENERGY STAR toll-free hotling, entering the Change A Light Sweepstakes in stores or
online, or by purchasing an ENERGY StAR-quaifying lighting product or applying for arebate.

Web Ste Activity

The Change a Light promotion materials, aswedl as materids produced by partners, directed
consumers to the ChangeALight.com web site, where there was more information about energy-
efficient lighting. Because of the inadvertent loss of web activity log files, thereisan

incomplete picture of web dte activity.

. Based on available data from September 17 through November 30, an estimated 11,046
vigtors went to the Ste. This represents 2 percent of totd vistorsto the ENERGY STAR
web site during two months when overal activity on energystar.gov was decreasing.
While mogt vigtors spent less than one minute on the Site, thisis not surprisng. Lighting
products are fairly inexpensive and more frequently purchased than other ENERGY STAR
labeled-products such as gppliances or furnaces. Therefore, consumers do not typically
conduct research for lighting purchases in the same way. Exposure repetitions are
important for differentiating ENERGY STAR-labded lighting products from other lighting
products, and the information on the web Site is one more vehicle to so.

Sweepstakes Activity
The Midwest Energy Efficiency Alliance (MEEA) hosted a Change a Light sweepstakes in order
to drive consumers to learn more about ENERGY STAR-qudifying lighting products.

. A tota of 30,454 vists were logged to the MEEA sweepstakes web site. However, of the
15,094 sweepstakes entries, seven out of 10 (10,348 total) were completed on-line; 4,746
paper entries were received by mail-in or from collection boxes placed by partners at
retailers nationwide. Hence nearly three times as many entered the Ste as entered the
sweepdiakes, indicating some lack of interest, athough the total number of visits may
represent some repeat vistors, understating the overdl leve of interest. Over 25% of
vigtorsto the Ste were referred by on-line sweepstakes clearinghouse sites. At a
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minimum, however, they were exposed to the ENERGY STAR logo and to energy-efficient
lighting. This exposure serves as one more outlet for consumer education.

. Mogt Utility/regiond partners participated in the sweepstakes by offering an on-line link
or indirectly through their web stes to the ChangeALight.com Ste. Fewer
utility/regional partners provided retailers with sweepstakes receipt boxes. The
participating utility/regional partners report that the sweepstakes was a good tool for
drawing consumers to ENERGY STAR displays at retalers indicating that retailers such as
ACE Hardware and True Vaue commonly use sweepstakes as promotiond tools, so
were amenabl e to accepting the sweepstakes boxesin their stores. At least two
utility/regiond partners (SMIUD and NEEA) expressed interest in having guaranteed
local winnersin future sweepstakes for local promotiona purposes, and closer possble
tieinswith locdl retailers.

. Among partners that declined to participate in the sweepstakes, BPA explained that they
were aready participating in another sweepstakes, and PG& E said limited resources
prevented them from promoting the sweepstakes. There was concern expressed by at
least one utility/regiona partner that the legd and procedura hasse associated with
coordinating a sweepstakes is not worth the effort.

Hotline Activity

The ENERGY STAR program maintains a telephone Hotline (1-888-STAR-YES) st up to receive
customer inquiries about the program and qualifying products. Hotline inquiries are aso

accepted viaemall, fax, voice mail, and letters. However, with the exception of anews release
about the promotion, the Hotline number was not included on Change a Light, Change the
World promotional materids. Accordingly, cal volume to the Hatline attributable to the
promotion was light, averaging 13 inquiries per week.

Purchasing & Rebate Activity

Tracking and attributing CFL and fixture sales were beyond the scope of this eva uation,
however, anecdotd evidence of significant increases in sdes associated with Change a Light are
asfollows

* Sdes of lighting products increased as One CFL manufacturer reported a nearly
much & 140% In 17 Hom‘? Depots in 300% increase in sales during the September-
Connecticut during promotion events. December period in 2001 compared to the

. Pacific Gas & Electric paid $4.3 same period in 2000.
million to retallers from October 1
through November 30 for customer
incentives on sales of lighting products.

. Audtin Energy, afirg-time participant in any ENERGY STAR lighting program, utilized a
$60,000 budget to provide consumers with instant rebates.
. Individual Sam’s Clubs storesin New Y ork reported sales of 40 to 260 additional bulb

multi-packs during weekend Change a Light events in October. (Saes during non-event
weekends averaged 10 — 15 multi-packs.)
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. A one-day torchiere turn-in event in Sacramento Municipd Utility Digrict (SMUD)
territory resulted in the remova of 1,200 inefficient, potentidly hazardous torchieres and
the purchase of 1,000 ENERGY STAR-qudlifyingtorchieres.

. One CFL manufacturer (which asked not to be identified) reported a nearly 300%
increase in sales during the September-December period in 2001 compared to the same
period in 2000.

Consistent ENERGY STAR M essaging

Nationwide, over one hundred utilities worked with 25 fixture and bulb manufacturers and
hundreds of retailers to promote ENERGY STAR-qudifying lighting products to consumers
through the Change a Light promotion. A suite of advertisng materids designed for the Change
a Light promotion was available for partnersto use. Partners used these crestive materiasin
their original forms and in part to produce their own ads and in-store point of purchase materids
for their locd Change a Light promotions.

* Thli_rty/-six_ Cor;pmies, includ_ilng 97% of advertisements incorporated the
utility/regiona partners, reta Change A Light logo
partners, and a manufacturer partner

placed atota of 116 print ads. A

Change A Light template was used by two organizations—New Y ork Energy Smart (in
full) and Massachusetts Electric (in part)—in at least 10 ads. The other ads were custom
designs, dthough 97% of them incorporated the Change a Light logo.

. Lighting product rebates were common to dl partner Change a Light promotions and
served to reduce the price barrier to the purchase of ENERGY STAR lighting products and
increase consumer awareness of the products. Amounts of the rebates varied according
to funding availahility and locd market conditions.

. Many Internet Stes posted information about the Change a Light promotion. These sites
include those hosted by participating partners, Sate energy offices, energy-related sites,
and news organizations. Many of the Stes posted the promotion news release ether in
part or in full. Others provided announcements about Change a Light that included key
promotion messages. The mgority of these Sites provided links to ChangeALight.com; a
few provided alink to energystar.gov ingtead. Severd adso listed the toll-free Hotline
number.

Recommendations

The three main objectives of the Change a Light promotion—to create consistent ENERGY STAR
messaging in the marketplace, to build consumer awareness for ENERGY STAR lighting products
and to encourage partners to promote ENERGY STAR labeled lighting products—were met. Based
on the findings outlined in this report and participant feedback, the following recommendations
are provided for consderation in future Change a Light, Change the World, and other nationd,
promotions.
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Overall Srategy

. Repeat the promotion. The Change a Light, Change the World promotion is worth
repesting in future years based on ahigh leve of support from key partners and stated
intentions to participate again, widdy reported success stories, and the likelihood that
promotions repeated over severd years could increase consumer recognition of ENERGY
SrtARr-labeled lighting products.

. Target locally, leverage nationally. The promotion provides atemplate for activities and
events that are largely executed on aloca or regiond level. The greatest activity occurs
where utility and regiona partners are involved; even nationd retailers are more involved
in regions where they get utility support. Therefore, continued support for the most
active locd and regiond partners remains crucid; targeting the most active markets, in
fact, is advisable, snce complete market transformation has yet to occur even in these
areas. However, it may be possible to expand the promotion to areas without active
partners by working with nationd retailers to customize materids consistent with their
own unique specifications. (See “ Partner Rdations’ below.)

. Complement the key messages of the * Change” campaign. Thelink of Change a Light,
Change the World with the broader Change campaign is dready implicit in the name of
the promotion. * Change the World” is the name of the Change campaign theme song.
By meaking the link explicit, Change a Light, Change the World could leverage the
momentum that Change is likely to gain over the next year or two. For example,
including key messages from the Change campaign in the press rlease for Change a
Light, Change the World is one approach. Another ideaisto reassess the rotation
drategy of the Change lighting television spot to coincide with the Change a Light,
Change the World promation.

. Maintain promotional flexibility. The most active partners implemented the promation in
different ways. Partnersview this flexibility as amgor strength of the promotion. The
promotion should continue to dlow for regiond differencesin lighting program
philosophy, market forces, and consumer awareness. Flexibility will dlow al types of
partners to participate and customize the promation to fit existing lighting programs.

. Make the promotion predictable. Anannua Change a Light, Change the World
promotion cannot be created in one year. By making the promotion predictable—aways
during the fal to coincide with the switch from Daylight Savings Time—consumers and
partnerswill learn to identify with the promotion and its dogan. Moreover, crafting
consstent promotiona components will help partners know what to expect from EPA
and what their own roles should be.

. Consider the reach and frequency of the Change A Light message to consumers during
the promotion. How many consumers are exposed to the promotion? And how many
times are they exposed to it? Repeated exposure to elements of the promotion from
different sources may help consumers to become more familiar with and perhaps more
likely to buy ENERGY STAR-qudifying lighting products. Market transformation will
occur only when consumers are educated about the products and able to change their

buying patterns.
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Partner Relations

Allow for a six-month planning cycle for partners. Thiswill dlow utility partnerstime
for “sdling” the promotion interndly. 1t will aso alow them to properly dlocate
program budgets and integrate the promotion into their generd lighting programs. The
gx-month planning horizon is aso necessary for utility partnersto recruit and inform
retailers about promotion details.

Assist partnersin creating more media activity in target markets Partners have the best
intelligence about the media environment in their regions. The promotion needs to
empower partners to work the local media outlets and generate interest in the promotion.

Continue to provide point-of-purchase (POP) creative to partners such as lower cost,
two-color options. Partners work with limited budgets. They will not produce unique
cregtive for Change a Light on their own. The flexible menu of POP alows them to pick
and choose materias they can use and to integrate them into their generd lighting

programs. Congder adding creative with long shelf life—e.g., a CFL equivadency chart,
POP that focuses on features/benefits of CFLs, and black and white or two-color versons
of the creative.

Address product labeling needs at major retailers. Ensure that POP Szing requirements
are met in the templates. Consder exclugvity needs of mgor retalers for unique
sgnage--e.g., have a customized “Home Depot Template’ that will fit their corporate
labeling criteria, another for Lowe' s, another for True Vaue, etc. Thismay make it

easer for nationa retailers to participate in the promotion in areas where they are not
getting utility support, thereby expanding the promotion to new aress.

Develop a “ bottom up” strategy of deploying field staff at the store level to complement
the current “ top down” regional or national strategy. Thiswill help to keep the focus on
the consumer experience a retailers. Retallersin active regions created more prominent
displays of the ENERGY STAR labdl. Furthermore, stores actively maintained and staffed

by utility/regiona partners increased consumer exposure to ENERGY STAR products,

which trandated to more sdes during the promation.

Develop marketing strategies that focus on product placement. Educate partners with
strategies for product placement at retailers. Focus on the power of end cap displays,
product grouping on shelves, POP placement, etc. Simplify and energize the lighting
shopping experience for consumers. Perhaps design and deploy a ssimple Change a Light
display with sgnage and POP for stores to implemen.

Clarify partner roles early in the planning cycle. By providing early guidance on the
level and type of support needed for a successful promotion, champions are better
positioned to sdl the promotion within their organizations.

Product Identification

Improve the accuracy of qualified products lists. During the course of the retailer
evauation there were many variationsin the model number syntax between what is on
the ENERGY STAR-qudified lighting product list and what is on the product or retailer tag
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in stores. Additiona characters and wild card characters (such asan “X”, “*” or “?") are
often used, but in an incongstent manner. Without a consstent use of characters,
meatching qualified products eectronicaly is not possble. Proper determination is
difficult even with manua examination. Numerous differences are found between the
gyntax and wording on the qualified list and the products in the stores. Because many
retailers make dight changes to modd numbers, one cannot assume that a product is
quaified without either knowledge of the product or modd number conventions for
individud manufacturers. Thisisamgor obstacle for consumers wanting to buy

ENErRGY Star-quaified lighting products and retailer ability to feature these products.

Public Relations

Use the B-Roll video news release (VNR) for promotional stories with a longer shelf life.
Any B-Roallsto be developed for future promotions should have alonger shelf life (at

least one to three months) so that the media can use them when they have dotstofill.
Traditiona digtribution outlets should be utilized in delivering B-roll video to the media

Expand on the radio news release (RNR). The RNR was played on 609 broadcasts at 525
dations creeting 5,311,410 mediaimpressons. While the equivadent in paid advertisng
would be worth $21,315, and the production and distribution of it may have cost dightly

less (gpproximately $18,000), it isimportant that consumers get the message as often and
through as many different types of media as possible.

Target news coverage and editorial outreach to specific markets. Given the competition
for news coverage, efforts a getting print coverage should be targeted toward locdl daily
or weekly papers rather than larger daily papers.

Try limited launch events once again and reevaluate them. Launch eventsdid not
generate alot of coverage in 2001, which may be attributed on the events of September
11. Because Change a Light has a short promotion period, launch events could be useful,
especidly in targeted markets.

Advertising Activity

Continue to encourage advertising by utility, retail, and manufacturer partners, which
may have drawn the most attention to the promotion.

Reassess the rotation strategy of the Change lighting TV spot to coincide with the
Change a Light, Change the World promotion.

Website Activity

Maintain a Change A Light presence on the ENERGY StAR Web site during the promotion.
The number of links to ChangeALight.com from utilities, retailers, Sate energy offices,
energy-reated Stes, and news organizations for the short time period of the promation is

an indicator that it isrecognized as a useful marketing tool. The web site drew a

respectable number of vistors, and provides one more avenue for repetitive exposure to
ENERGY StAR-labded lighting products. However, the effort of maintaining a separate
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landing ste for the promotion may be more effort than it isworth. Consider dlocating a
prominent link to Change a Light information on the main EnergyStar.gov Ste for the
duration of the promotion. Thiswill also better integrate the promotion with the overal
ENERGY STAR Change campaign message.

Sweepstakes Activity

Reconsider sweepstakes strategies. Encourage more use of local prizes and sweepstakes
boxesin lighting display areas at retailers. Seven out of ten sweepstakes entries were
submitted on-line, which provides the consumer with some expasure to energy-efficient
lighting, but does not provide as much exposure as entry forms placed next to the

productsin the stores themsalves. The electronic template for the crestion of a paper tear

pad of entry forms does not gppear to be a viable way of distributing physica entry

forms. Centra printing of pads may aid this process. Exposureisasmal sepin

consumer education, which is one of the primary gods of the Change a Light promoation.
Ensuring loca winners gives partners one more public relations opportunity.

Hotline Activity

Consider including the Hotline telephone number in promotional materials. The lack of
publicity for the Hotline in 2001 meant that its usefulness in the promotion could not be
meaningfully evaluated. However, for the months of November and December, atime
series andlyss of Hotline inquiries about ENERGY STAR-labded lighting indicated a

definite increase in volume in 2001 over 2000. This provides some indication that
consumers consder the hotline an accessible resource for obtaining information on

energy efficient lighting.
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Table R-1: Recommendations for Future Promotions

Nationa Change campaign

L everage campaign and complement key messages

Active utilities and regiond partners

Target efforts at mos active areas

Nationd retallers

Provide customized POP fitting each retailer’ s needs

Timing Alwaysin the fdl to be predictable and to coincide with
the end of Daylight Savings Time

Hexibility Have flexible menu of POP and other promotiond
elements; add design optionsthat are less codtly to
reproduce

Panning cyde Make sure partners are aware of the promotion six

months in advance 30 they can plan for it

Loca earned media coverage

Encourage utilities and regiond partners to work the
locd mediafor coverage

Product identification

Improve the accuracy of quaified products lists

B-Roall video news release

Use B-Rall to promote sories with alonger shelf life

Radio news release

Try to expand use

Advertiang Reassess rotation strategy of the Change lighting PSA,;
encourage continued loca advertising by utility,
manufacturer, and retailer partners

Web ste Maintain a Change a Light presence on the ENERGY
STAR Web Ste during the promotion.

Sweepstakes Encourage more use of loca prizes and sweepstakes
boxesin lighting display aress & retalers

Hatline Include the Hatline telephone number in promotiona

materids
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